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P R E F A C E 
Health i s a State of well being Good heal th i s an 
essent ia l condition for a purposeful existence. I t lends 
joy to l iv ing. Health and wealth go together . I t enables 
human beings to perform a t the i r bes t as Individuals , as 
famil ies , as communities and as a nation* 
For keeping good heal th i t i s essent ia l t ha t the man 
should be fed with proper d i e t having nu t r ien ts . However, 
due-to lack of unbalanced d i e t has resul ted into i l l heal th ^^  
mentalweaknessfic the development of many deseases. In order 
to cope with such s t a te of affa i r^ i t requires t ha t man shoul< 
have adequate knowledge to t r e a t himself with medicines. 
Amongst many other unani medicine pley an important ro le 
in t rea t ing the man a t a reasonabiecost. Besides use of these 
medicines has not ' side e f fec ts . Advertising and Sales 
promotion functions in any organisation are the main source 
for Imparting knowledge so tha t consumer may be well acquaint* 
with such aspects. In view of t h i s fac t a study e n t i t l e d 
"Advertising and Sales Promotion of A,M.U, Dawakhana Tibbiya 
College, Products has been taken up to study the f ac t t h a t 
how far Dawakhana has been able to promote i t s medicinal 
products among masses. 
The tahole study has been devided i n t o four c h a p t e r s . 
Chapter one**History of Tibbiya College Dawakhana 
A,M,U. Aligarh t r a c e s a b r i e f h i s t o r y and i t s development. 
Chapter two "Marketing funct ion a t Dawakhana Tibbiya 
Col lege , A,M,U, Aligarh. d e a l s wi th va r ious aspectjs- of 
marketing mix. 
Chapter three i s mainly concerned wi th "Advertisement 
and Sales Promotion a spec t s of the products Dawakhana Tibbiya 
Col lege, A.M.U. Aligarh . This chapter has h i g h l i g h t e d the 
e x t e n t of Advertisement and Sa les Promotion Carnpaigns being 
undertaken in Dawakhana. 
The l a s t chapter l ^e . chapter four Suiranaries the 
Suggestions and conc lus ions . 
I t i s hoped t-hat the study w i l l be he lpfu l t o those 
engaged in deal ing with marketing of Unani Medicine. Bes ides 
academician aid r e sea rche r s may dr ive b e n e f i t from the study 
and also ava i l o p p o r t u n i t i e s for fu r the r i n v e s t i g a t i o n s . 
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P r o d u c t L i n e s of Dawakhana 
Tlbbiya C o l l e g e , A.M«U. A l i g a r h . 
Whole s a l e and R e t a i l P r i c e 
t o g e t h e r w i t h Weight of Package , 
Adver t i s emen t t h r o u g h Da i ly Newspapers , 
Adver t i s emen t t h r o u g h weekly Newspapers . 
Adver t i s emen t t h r o u g h monthly Magaz ines , 
S t a t e w i s e D a i l y Newspapers , 
C i tywise D a i l y Newspapers , 
S t a t e w i s e weekly Newspapers , 
C i tywise Geog raph i ca l Spread of weekly 
Newspaper, 
Monthly Magazines C i t i w i s e , 
Expend i tu re on A d v e r t i s i n g ^ th rough Al l 
I n d i a Rad io . 
Expend i tu re on Adve r t i s emen t & S a l e s 
Promot ion Campaigns d u r i n g 1990-91 t o 
1994-95 . 
Expend i tu re on Adver t i s emen t and S a l e s 
Promot ion & S a l e s Trend, 
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C H A P T E R ^ I 
HISTORY OF DAWAKHANA TIBBIiR COLLEGE, AMU^  ALIGARH 
Dawakhana Tlbbiya C o l l e g e A l i g a r h Muslim U n i v e r -
s i t y , A l i g a r h , was e s t a b l i s h e d a l m o s t 40 y e a r s ago 
under t h e a u s p i c e s of Muslim U n i v e r s i t y , A l i g a r h , 
Dawakhana today s t a n d s a s one of t h e f o r e m o s t 
p i l l a r s of Unani -Medica l S c i e n c e i n I n d i a . An i n s t i t u t i o n 
i n i t s e l f t o J u s t one o b j e c t i v e t o deve lop a v i a b l e & 
sa f e a l t e r n a t i v e t o t h e modern m e d i c i n a l c o m p l e x i t i e s & 
t h e i r harmful s i d e e f f e c t on human p h y s i o l o g y . 
Today Dawakhana h?s more t h a n l i v e d u p t o t h e 
c h a l l e n g e . Thus i a t h i s e r a of modern s c i e n c e of h i g h 
po t ency d rugs and powerfu l a n t i b i o t i c s w i t h t h e i r 
immediate c u r e s . Dawakhana h a s u s h e r e d i n a much needed 
t h i r d d imension to c u r a t i v e m e d i c a l s c i e n c e t h e c o n c e p t 
of u n a n i h e r b a l c u r e . A c o m p l e t e l y i n d i g e n o u s system of 
med ic ine which i s more c o n g e n i a l t o the I n d i a n tempe-
ramen t and i t s c l i m a t e & hence a l l more e f f e c t i v e . 
Today Unan i -med ic ine a r e f a s t becoming a househo ld 
name. A name which s y m b o l i s e s q u a l i t y and t r u s t f o r 
combining the b e s t of the t r a d i t i o n a l herbal cu re s w i t h 
an ex tens ive research i n to new & more e f fec t ive form of 
he rba l medicine (conducted a t t he R & D wing of Dawak-
hana Tibbiya College Aligarh) new medicinal Nuskha 
are being formulated and popu la r i zed . And thus unani 
sc ience Continues to grow as does Dawakhana to make 
l i f e a more hea l thy and safe experience for you. 
1. Dawakhana Tibbiya Collepe ; 
The Dawakhana Tibbiya College was e s t a b l i s h e d 
under the auspices of Muslim U n i v e r s i t y , Al igarh in 
1954. Apart from the p r e p a r a t i o n and supply of i n d i g e -
nous medicine t h e r a p e u t i c a l and pharmaceutical r e s e a r c h 
work i s done he re , 
2. Adminis t ra t ive S t r u c t u r e of Dawakhana : 
To exerc i se the Adminis t ra t ive con t ro l and super-
v i s e i t s funct ion a high powered committee c o n s i s t i n g 
of Vice-Chancel l o r , Pro-Vice-Chancel lor , R e g i s t r a r , 
Finance Of f i ce r , Chief Medical Off icer & P r i n c i p a l , 
Ajmal Khan Tibbiya Col lege , A,i'l.U. , Aligarh has been 
formed. 
3. Organisation Information : 
The day to day a c t i v i t i e s of Dawakhana Tibbiya 
College are supervised by the Manager o rgan i za t i on . 
Besides the manager the re i s a Member-in-charge who 
i s nominated by the Vice-Chancel lor of the Al igarh 
Muslim Un ive r s i t y , Al igarh . He p rov ides guidance fo r 
t he development of the o r g a n i s a t i o n and r e p o r t s to the 
Vice-chance l lo r , Actual ly he works l i k e a cha in which 
l i n k s Dawakhana and Vice-Chancel lor toge the r . 
There are s ix s ec t i o n v i z - a - v i z . 






In which more than one hundred employees are 
working. There is a Tibbi Board consisting of exper -
ienced and well versed physicians v;ho are selflessly 
devoted to the cause of serving patients of India and 
consultation and facilities for consultation and 
treatment are provided for thousand of patients and 
best attention is paid by the Board. 
l.Ref. This portion is taken from Dawakhana Tibbiya College 
AMU, Aligarh. 
C H A P T E R - I I 
MARKETING FUNCTION AT DAWAKHANA TIBBIYA COLLEGE, 
A.M«U« ALIGARH 
Marke t i ng I s r e c o g n i s e d a s a s p e c i a l management 
f u n c t i o n . The m a r k e t i n g f u n c t i o n i s c l o s e l y r e l a t e d 
t o the b a s i c o b j e c t i v e s of b u s i n e s s , A b u s i n e s s e n t e r -
p r i s e may bave many o b j e c t i v e s b u t on a deepe r a n a l y -
s i s r e v e a l s t h a t t h e main o b j e c t i v e of b u s i n e s s mus t 
be consumer s a t i s f a c t i o n . P r o f i t f o r t h e s u r v i v a l of 
t h e b u s i n e s s i s a l s o e s s e n t i a l b u t i t shou ld be made 
through t h e s a t i s f a c t i o n of t h e consumer. 
Here i t i s a l s o e s s e n t i a l t o h i g h l i g h t t h e f a c t 
t h a t the m a r k e t i n g h a s undergone v a s t changes i n t h e 
economic, t e c h n o l o g i c a l , s o c i a l and p o l i t i c a l s p h e r e s . 
These changes have t o be managed i n o r d e r t o a c h i e v e 
p r o g r e s s and p r o s p e r i t y t h r o u g h m a r k e t i n g i n n o v a t i o n s . 
Marke t ing f u n c t i o n s a r e bound t o be more and more 
customer o r i e n t e d . P r o f i t s r a t h e r t h a n s a l e s volume 
should be g i v e n t o p c o n s i d e r a t i o n and p r o f i t be e a r n e d 
as a reward f o r s e r v i n g t h e cus tomer wan t s . 
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Marketing Is therefore a comprehensive term and 
i t includes a l l resources and a se t of a c t i v i t i e s to 
d i r ec t and f a c i l i t a t e the flow of goods and services from 
producer to consumer. 
Thus modern marketing cavers a l l business a c t i v i t i t 
necessary for ascer ta ining market demand. Planning product , 
effecting transfer of ownership of products, providing for 
the i r physical d i s t r i bu t ion and f a c i l i t a t i n g the e n t i r e 
marketing process. 
Marketing i s the ongoing or continuous process 
of defining, an t ic ipa t ing and creat ing customer needs and 
wants and of organising a l l the resources of the en t e rp r i s e 
to satisfy demand a t the des i rable prof i t . 
In the^process of planning, marketing information 
i s used to assess the s i tuat ion* A specific marketing 
ta rge ts in the form of market segments is to be se lec ted 
so tha t a package of marketing mix may be formulated. The 
component tha t make up a marketing mix are four in number 
1, Decision on product or se rv ice , 2, Decision on P r i c e , 
3» Decision on promotion and 4. Decision on d i s t r i b u t i o n . 
G 
These four elements are interrelated.Under the 
System approach, the decision in one sphere a f fec t s 
action in the o thers . 
In br ief the marketing mix i s the blending 
of four inputs or submixes which form the core of the 
marketing system. These are brxefly mentioned as 
under t 
1. Product Mix t 
Product is any thing that possess utility. 
It has four components i 
(i) Product range 
(ii) Service after sale 
(iii) Brand and 
(iv) Package 
2. price Mix : 
Price the valuat ion placed upon the product 
by the offerer . I t has to cover pr ic ing, d iscounts , 
allowances and terms of c r ed i t . 
3. Distr ibution mix ; 
It is the delivery of the product and 
right to consume it. It includes channels of 
distribution, transportation, warehousing and 
inventory control. 
4. Promotion Mix x 
Proniotion i s the persuasive communication about 
the product by the offer to the prospect. I t includes 
Advertising, Personal Se l l ing , Sales promotion. P u b l i c i t y , 
display and demonstration. Largely i t deals with non-price 
competition. 
From the above descr ipt ion i t may be infer red 
tha t marketing aspect of any business enterpr ise occupies 
an important place. 
Dawakhana Tibblya College of Aligarh Muslim 
University i s a Commercial un i t . I t i s engaged in manu-
facturing and marketing of t r ad i t i ona l medicines which 
are prepared under the d i rec t ives of well e>:perd.enced 
"Hakims". 
The Dawakhana has covered a large p a r t of market 
within and out side the country ranging from high income 
groups to low income groups. A description of i t s marketing 
mix is mentioned as under : 
Product ; The Core aspect of the product i s 
to provide r e l i e f and cure from 
various types of human diseases* 
This c o r e b e n e f i t i s o f f e r e d by the 
Dawakhana i n a t a n g i b l e form t h r o u g h 
o o t t l e s and P a c k a g e s wrapped w i t h v a x e d 
p a p e r s e t c . to p r o t e c t t h e u n a n i m e d i c i n e 
from d e c a y . The augmented a s p e c t o f 
the p r o d u c t i n c l u d e s ^ a r a n t e e » 
w.arranty and v a r i o u s t y p e s o f c r e d i t 
f a c i l i t i e s e t c . 
P r o d u c t Mix t 
Dawakhana T i b b ^ ^ C o l l e g e h a s b e e n m a n u f a c t u r i n g 
near about two hundred and t h i r t y u n a n i m e d i c i n e w h i c h 
a r e v e r y u s e f u l i n p r o v i d i n g r e l i e f from v a r i o u s d i s e a s e s 
However, t h e s e a r e m a i n l y c l a s s i f i e d i n t o t h i r t y 
p r o d u c t l i n e s as m e n t i o n e d b e l o w : 
TABLE 2 . 1 
P r o d u c t L i n e s o f Dawakhana, T i b b i a C o l l e g e 
1 . AKSIR 
2 . ANGOORI 
3 . ARAQ 
4 . BAHAR 
5 . DIMAGHEEN 
6. DAWAUL KURKUM 
7 . HABB 
8 . HAZOOMI 
9 . ITRIFAL 
1 0 . JAWARISH 
1 1 . KHAMIRA 
1 2 . KUSHTA 
1 3 . KHOONSAFA 
1 4 . L A B 0 0 B 
1 5 . LAUQ 
1 6 . MALERIAN 
1 7 . MAULLAHAM 
1 8 . MAoOON 
1 9 . MARHAM 
2 0 . NAMAK 
2 1 . NISWANI 
2 2 . NOSHADAR 
2 3 . QURS 
2 4 . ROGHAN 
2 5 . SAFOOF 
2 6 . SHARBAT 
2 7 . SIKANJBEEN 
2 8 . TILA 
2 9 . TIRYAQ 
3 0 . N U Q R A T 
s o u r c e i R e c o r d o f T, C. D. 
These products have different capac i t ies t o 
sat isfy various needs,For instance DIMAGHEEN i s a 
fragrant and del ic ious jel ly* I t i s highly useful for 
pa t i en t suffering from Vitamin C deficiency , mental 
exhaustion nervous, depression and insomnia. I t Improves 
wit , mental concentration and stamina and i s a l l the 
Same a whole some food. I t i s a uniaue mental tonic 
commonly used by s tudents , teachers,lawyers bus iness -
men and a l l others as i t tones up the mental f a c u l t i e s . 
Pricing s 
The product of the Dawakhana i s sold on cos t 
plus basis having a predetermined percentage for p r o f i t . 
Margins charged are af ter keeping in view market s i t u a t i o n s . 
The product of Dawakhana i s sold on wholesale 
and r e t a i l prices together with' discounts allowances 
and c red i t terms. The purpose in t h i s regard i s to help peo^ 
fiiaintain good health with help' yof unani products of a reasonable p r ice . There are var ious 
r a t e s for different products of dawakhana. The p r i ces of 
some of the products having di f ferent weights are given belo 
in Table No. 
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TABLE NO. 2 . 2 
WHOLE SALE AND RETAIL PRICE TOGETHER V.'ITH WEIGHT OF PACKAGE 
PRODUCT PACKING RETAIL W/SALES 












50 P i l l s 
1 2 5 
60 
1 2 5 
30 
1 











1 6 . 5 0 
6 . 6 0 
8 . 2 5 
5 . 5 0 
1 1 . 0 0 
1 1 . 0 0 
2 7 . 5 0 
6 . 6 0 
1 4 . 3 0 
4 . 4 0 
1 2 . 2 0 
4 . 7 5 
6 . 0 0 
4 . 0 0 
8 . 0 0 
8 . 0 0 
19 . 0 0 
4 . 7 5 
9 . 7 5 
3 . 20 
Ref. ( i ) P h i l i p Kot lor - Marketing Management Core Concept 
of Market ing-6, 
( i i ) Product L i s t - Dawakhana Tibbiya College,AMU,Aligarh 
( i i i ) Pr ice l i s t - Dawakhana Tibbiya College,AMU,Aligarh 
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DiSTRIBUTIONi 
Dawakhana Tibbiya College undertakes distribution 
of its medicines through its appointed Distributors, Agents 
and stockists Distributorship /Agentship a person , has 
to deposit Bs.500 respectively as security which rsnains 
deposited and no interest is paid to them. 
SUPPLY OF GOODS t 
The products manufactured by the dawakhana shall 
be supplied to the Agents/Dealers stockists in the following 
manner t. 
(a) Where a distributor in the state/Area is appointed 
by the Dawakhana/ all the agents/ Dealers/ Stockists/ 
except those dealers/ stockists covered in the Areas 
of agents appointed by the Dawakhana of the state/ area 
shall be supplies goods by the distributor concerned 
on the same terms and conditions on which Dawakhana 
makes direct supplies to state/Area not covered with 
distributorship arrangement. 
(b) Where the Dealers/ Stockists are covered under the 
agent the goods shall be supplied to them by the 
1'^  u 
agent conce rned on t h e same t e r m s and c o n d i t i o n s on 
which t h e Dawakhana makes d i r e c t s u p p l i e s , 
(c) Where no D i s t r i b u t o r / A g e n t i s a p p o i n t e d by t h e 
Davoakhana, "^ -^ ^ d e a l e r s / s t o c k i s t s s h a l l b e s u p p l i e d 
goods d i r e c t by t h e Dawakhana on t h e p r e s c r i b e d 
terms and c o n d i t i o n s . I f t h e Dawakhana i s f u l l y 
s a t i s f i e d w i t h t h e c o m p l a i n t s a g a i n s t any D i s t r i b -
u t o r s / A g e n t s and t h a t t h e r e migh t b e c h a n c e s of 
l o s s of b u s i n e s s i n t h e a r e a , t h e Dawakhana r e s e r v e s 
t h e r i g h t t o make d i r e c t s u p p l i e s i n t h e i r r e s p e c t i v e 
a r e a s w i t h o u t any c o n s e n t or . any i n t i m a t i o n , 
TERMS OF SUPPLIES i 
Al l t h e D e a l e r s / S t o c k i s t s s h a l l be s u p p l i e d goods 
F, 0, R, by Dawakhana o r by D i s t r i b u t o r s / Agents a s t h e c a s e 
may be from t h e n e a r e * p o i n t of supp ly s u b j e c t t o t h e 
t e rms and c o n d i t i o n s a s men t ioned below. 
(a) Goods wor th Rs, 2 5 0 / - o r more a t a t ime s h a l l be 
s u p p l i e d F.O.R, 
(b) Goods wor th Rs, 1 5 0 / t o Rs, 2 4 9 / - a t a t ime s h a l l be 
s u p p l i e d F.O,R. b u t Rs, 3 / - p e r - i n v o i c e s h a l l be 
charged as p a c k i n g c h a r g e s . 
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(c) Goods worth Rs. 5 0 / - to Rs,l49/- a t a time s h a l l be 
supplied F ,0 . R. But Rs. 5 / - per invoice s h a l l be 
charged as packing charges , 
(dl Goods, worth Rs.50/- or below s h a l l not be suppl ied 
F.O.R. in a d d i t i o n to f r e i g h t e t c . Rs. 3 / - w i l l be 
charged as packing charges , 
(e) Pos ta l de l i ve ry charges of goods s h a l l be charged 
in f u l l . In a d d i t i o n to t h i s packing charges s h a l l 
have to be t h i s packing charges s h a l l have to be 
borne by the p a r t y . 
NOTE ( i ) All Local Taxes, l o c a l f r e i g h t , e t c , s h a l l be 
paid by D i s t r i b u t o r / A g e n t s / D e a l e r s / S t o c k i s t s 
themselves and no reimbursement s h a l l be made 
to t h i s e f f e c t . 
( i i ) Only invoice cover ing under (a) (b) and (c) 
sha l l be taken i n t o account for c a l c u l a t i o n of 
annual bonus, 
TRAKSPORTATION s Dawakhana/Distr ibutors / Agents s h a l l 
despatch through the most economical means and they 
thonselves and s e l e c t v a r i o u s t r a n s p o r t s for t h e purpose . 
6, Ref, Term of Bus iness Dawakhana Tibbiya College,JWIU, 
Aligarh. 
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I n c a s e any d i s t r i b u t o r / A g e n t / D e a l e r / S t o c k i s t s d e s i r e 
t o have goods s u p p l i e d t h r o u g h some p a r t i c u l a r t r a n s p o r t , 
a d d i t i o n a l f r e i g h t s h a l l b e b o r n e by them. 
4 . PROMOTION 
Premot ion , i s t h e f o u r t h m a r k e t i n g mix t o o l , s t a n d s 
f o r t h e v a r i o u s a c t i v i t i e s t h e company u n d e r t a k e s t o 
communicate and p romote i t s p r o d u c t s to t h e t a r g e t m a r k e t . 
I t h a s t o s e t up ccnunun ica t lon and promot ion programmes 
c o n s i s t i n g of a d v e r t i s i n g d i r e c t m a r k e t i n g , s a l e s p r o m o t i o n 
and pxiblic r e l a t i o n . However, a d i s c u s s i o n v i t h r e g a r d t o 
t h e p r o m o t i o n a l a s p e c t s o f t h e Dawakhana of Tibbjya C o l l e g e 
h a s been t a k e n up i n t h e n e x t c h a p t e r . 
3 « ( i ) R e f - Term of B u s i n e s s Dawakhana Tibbiya C o l l e g e , 
A.M.U. A l i g a r h . 
( i i ) P h i l i p K o t l o r - M a r k e t i n g Management M a r k e t i n g Mix-
99 - 1 0 0 . 
irj 
C H A P T E R - I I I 
ADVERTISING & SALES PROMOTION CAMPAIGN: AT DAWAKHANA 
TIBBIYA COLLEGE , A.M,U. ALIGARH. 
I n t r o d u c t i o n t 
AS a c o u n t r y becomes more i n d u s t r i a l i z e d and 
u r b a n i z e d / m a r k e t i n g becomes f u n c t i o n a l l y more I m p o r t a n t . 
I n I n d i a t h e d i f f e r e n t f i r m s were m a n u f a c t u r i n g u n a n i -
m e d i c i n e s whatever t h e s e f i r m s p roduced i t was s o l d e a s i l y 
and t h e r e was n e i t h e r any scope nor need f o r a d v e r t i s i n g 
and s a l e s p romot ion f o r u n a n i - m e d i c i n e s . But a f t e r i ndepen -
d e n c e , due t o i n d u s t r i a l i z a t i o n many f i r m s have b e e n 
e s t a b l i s h e d and s t a r t e d m a n u f a c t u r i n g u n a n i m e d i c i n e s . 
The m a r k e t i s not expand ing a s much as the p r o d u c t i o n 
of m e d i c i n e s i s i n c r e a s i n g . T h e r e f o r e , t h e need of a d v e r -
t i s i n g and s a l e s p romot ion i s b e i n g f e l t so t h a t t h e f i r m 
c o u l d l e a d o r s t a y i n t h e m a r k e t f o r a l o n g e r p e r i o d s . 
Media of A d v e r t i s i n g j 
A d v e r t i s i n g c o n s i s t of n o n - p e r s o n a l form of 
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communication conducted through pa id media under 
c l e a r sponsorship. The o b j e c t i v e s of a d v e r t i s i n g 
i s t o inform , to persuade ^^^ ^o remind.^^ I n 
Dawakhaaa Tibbiya College the adver t i sement of 
v a r i o u s products i s done through the fol lowing 
media. 
a) P r i n t Media 
b) Audio-visual 
c) Out door media 
d) Minor media 
a) Print Media j 
are 
The media under this category included monthly 
and weekly Newspapers-, eekly and monthly magazine^ 
of —' 
The nanesdaily & weekly newspapers are indicated in 
/ 
following Table No, I & Table No.II respectively. 
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Table-No.3,1 
ADVERTISE^:ENT THROUGH DAILY NEWSPAPERS 
From the table i t mai^^een t h a t a number of newspaperspubl is , 
i n v a r i o u s s t a t e s such as U.Pi»,West Bengal ,South , B i h a r , 
Andhra Pradesh, Karnataka, MaharasHra and Delhi have been 
covered for a d v e r t i s i n g t he p r o d u c t s . Besides t a b l e a l so 
shows the space coverage in terms of s ize of the advert iseme-
toge the r with t a t e » C>n an average an adver t isement i s p u b l i 











1 0 . 
1 1 . 
1 2 . 
1 3 . 
1 4 . 
1 5 . 
1 6 . 
1 7 . 
1 8 . 
1 9 . 
2 0 . 
2 1 . 
2 2 . 
2 3 . 
2 4 . 
2 5 . 
2 6 . 
Azaem, 
Akhba r . e -
Mashr iq 
Azad Hind, 
B r i j e s h Times, 
Da in ik Prakash 
Dawat 
D a i n i k Ra jpa th , 
G a r a j , 
Khidroat 









S ada-6~ Aam, 
P a t n a 
S i a s a t , 





Da i ly p r a t a p 
P l a c e 
liucknow 
C a l c u t t a 
C a l c u t t a 
A l i g a r h 
A l i g a r h 
D e l h i 
A l i g a r h 
Moradabad 
S r i n a g a r 
A l i g a r h 
Rampur 
Kanpur 
B a n g a l o r e 
New D e l h i 
Lucknow 
P a t n a 
Hyderabad 
C a l c u t t a 
P a t n a 
Hyderabad 
Agra 
P a t n a 
Madras 
Bombay 
V a r a n e s i 
New D e l h i 
No.. 
















































P a n e l 
P a n e l 








P a n e l 
20 cm 
P a n e l 
R a t e p e r 



























Source : Record of Dawakhana Tibbi^a Col lege. 
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Name of weekly newspaperjs t oge the r with the s i z e of 
adver t i sement has been shown in Table No. 3. 2, From the 
t a b l e i t may be seen t h a t a t l e a s t twice a week the 
adver t isement of Dawakhana T ibb*^ College in weekly News-
papers are publ i shed . 
Table No. 3» 2 











1 0 . 
1 1 . 
1 2 . 
1 3 . 
1 4 . 
1 5 . 
1 6 . 
17 . 
1 8 . 
1 9 . 
20 . 
2 1 . 
22 . 





2 8 . 
Akhba r - e - N a u , 
Azm-e-Nau« 
A d l l a b a d t i m e s 
Bodh D h a r t i 
C i t i z e n t i m e s 
Desh Ratan 
H a q i q a t 
I n k l s h a f 






N i d a - e - M i l l a t 
Roodad-e-Chaman 
Radiance 
S a p t a h i k Mujahid 
Tarjuman 
P l a c e 
D e l h i 
V a r a n a s i 
N irmal 
Gaya 
M a l e g a o n 
Agra 
Luc know 
J h a n s i 
Hew D e l h i 
P a t n a 
C a l c u t t a 
S r i n a g a r 
B a n g a l o r e 
P a t n a 
Lucknow 
P i l i b h i t 
D e l h i 
Guwahat i 
A l l g a r h 
T a r j u a n - e - B a r e i l l y Bare i l l y 
Tameer -e -Hayat 
T a n v e e r - e - N a u 
V a r a n a s i Times 
Z a h o o r - e - I s l a m 
Qayadat 
Adab Nikhar 
S a d a - e - T a l i m 
Oadeed i^arkaz 
Lucknow 
V a r a n a s i 
V a r a n a s i 
S r i n a g a r 
A l i g a r h 
M.N. B h a n j a n 





























































































2 0 0 . 0 0 
2 4 . 0 0 
2 5 . 0 0 
2 5 . 0 0 
2 5 . 0 0 
5 0 . 0 0 
3 0 . 0 0 
1 0 . 0 0 
' 6 0 . 0 0 
2 0 . 0 0 
4 0 . 0 0 
2 5 . 0 0 
2 0 0 . 0 0 
3 6 , 0 0 
4 0 . 0 0 
3 7 . 5 0 
7 5 . 0 0 
5 0 . 0 0 
2 0 . 0 0 
2 5 . 0 0 
4 9 . 5 0 
4 0 . 0 0 
2 8 . 0 0 
2 5 . 0 0 
2 0 . 0 0 
3 5 . 0 0 
2 5 . 0 0 
1 5 0 . 0 0 
Source - Record of Dawakhana^Tlbbiya College,AMU,Aligarh. 
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Monthly magazines Polblishing the products of Dawakhana 
TUob^ College, ere shown in Table No, 3, 3,These magazines 
are published in UP, West Bengal, Bihar & Delhi. 
TABLE NO. 3. 3 
ADVERTISING THROUGH MONTHLY MAGAZINES 












1 0 . 
1 1 . 
1 2 . 
1 3 . 
1 4 . 
1 5 . 
16* 
Adeeb Q u a r t e r l y 
Albadar 
Al furqan 
B i s w i n S a d i 
Ruby 
Husno S e h a t 
Huda 
Hum a 
I n s h a 
I n s a n i S e h a t 
K i t a b Numa 
Payam-e -Ta l lm 
Muslim I n d i a 
S o h a i l 
T a h z i b u l Akhlaq 
B a t o o l 
A l i g a r h 
Luc know 
Lucknow 
D e l h i 
D e l h i 
C a l c u t t a 
D e l h i 
D e l h i 
C a l c u t t a 
Moradabad 
D e l h i 
D e l h i 

































12 Artpul l 









8 0 . 0 0 
40 .00 






Source » Record of Dawakhana Tibbiya Col lege. 
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The f o l l o w i n g T a b l e No.3»4' shows t h a t Dawakhana h a s b e e n 
a d v e r t i s i n g i t s p r o d u c t s i n 15 s t a t e s t h r o u g h 41 n e w s p a p e r 
w h i c h h a v e m o n t h l y c o v e r a g e of 73 a d v e r t i s e m e n t among t h e s e 
s t a t e s D e l h i and P u n j a b h a s maximum number o f n e w s p a p e r s 
i . e . 11 f o l l o w e d by U . P . w h i c h h a s 5 n e w s p a p e r s . B i b a r 
G u j r a t and M a h a r a s h t r a h a v e 4 n e w s p a p e r s and w e s t B e n g a l 
h a s 3 and o t h e r s t a t e Jammu and K a s h m i r and Madhya p r e s d e s h 
Asstfn b a v e o n l y 2 newspape r^ a n d K a r n a t a k a , A n d h r a P r a d e s h 
o n l y o n e . 
TABLE - 3 . 4 
S.TATEWISE DAILY NEWS PAPERS 
S t a t e Number o f N e w s p a p e r M o n t h l y C o v e r a g e 
1 . Assam 2 
2 . Andhra P r a d e s h 1 
3 . T a m i l Nadu 1 
4 . B i h a r 4 
5 . D e l h i and P u n j a b 11 
6. G u j r a t and M a h a r a s h t r a 8 
7. Karnataka 
8. KaBlsnlr 
9. Madhya Pradesh 
10. Orissa 
11. Rajasthan 
12. Uttar Pradesh 
13. VVest Bengal 
14. Assam 

























15 41 73 
Source : Record of Dawakhana Tibbiya College. 
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The c i t y v j i s e g e o g r a p h i c a l s p r e a d of d a i l y n e w s p a p e r i s 
g i v e n i n T a b l e NOi3,£;In c i t y w i s e a d v e r t i s e m e n t t h o u g h d a i l y 
n e w s p a p e r s A l i g a r h , C a l c u t t a , D e l h i , a r e l e a d i n g i n a l l 16 
c i t i e s . They h a v e n e w s p a p e r s w i t h a m o n t h l y c o u e r a g e o f 11 
a d v e r t i s e n e n t • 
T ^ L E - 3 . 5 
CITYWISE DAILY NEWSPAPERS 
C i t i e s No . o f N e w s p a p e r M o n t h l y c o v e r a g e 
A l i g a r h 
Agra 
B a n g a l o r e 
Bombay 
C a l c u t t a 
D e l h i 
H y d e r a b a d 
I t a n p u r 
I<ucla»w 
P a t n a 
Rampur 
S r i n a g a r 
M o r a d a b a d 
M a d r a s 
Bombay 

































1 6 27 97 
S o u r c e : R e c o r d cf D a w a k h a n a , T i b b i y a C o l l e g e , 
2*^  
S t a t e w i s e g e o g r a p h i c a l s p r e a d o f Meekly n e w s p a p e r i s 
g i v e n be low i n T a b l e N o . 3 . 6 A d v e r t i s e m e n t o f Dawakhana 
P r o d u c t s i s b e i n g done i n 7 s a t e s t h r o u g h 29 w e e k l y n e w s -
p a p e r s w h i c h have a m o n t h l y c o v e r a g e of 70 a d v e r t i s e n a e n t s . 
Amongst t h r e e s t a t e s , U . P , i s o n t h e t o p w i t h 1 6 n e w s p a p e r s 
f o l l o w e d by D e l h i ' ^ i n B i h a r w i t h - Janmu and ^ a s h m i r 
and M a h a r a s h t r a h a v e o n l y 2 e a c h , 
TABLE- 3 . 6 , 
STATEVJISE WEEKLY NEWSPAPER 
S t a t e s Number o f M o n t h l y 








7 28 70 
Source . : Recored of Dawakhana Tibbiya College, 
U t t a r P radesh 
D e l h i 
B i h a r 
West Bengal 
*Jacnmu Si Kashmir 










The c i t y w i s e a d v e r t i s e m e n t t h r o u g h w e e k l y n e w s p a p e r s 
a s shov« in T a b l e No, 3 . 7 b e l o w shows t h a t Lucknow h a s 
maximum 4 , n e w s p a p e r s , f o l l o w e d b y A l i g a r h and V a r a n a s i 
w i t h 3 n e w s p a p e r a - e a c h , J h a n s i - D e l h i and P a t n a w i t h 2 
e a c h n e w s p a p e r s a n d o t h e r r e m a i n i n g c i t i e s h a v e o n l y o n e 
n e w s p a p e r s e a c h . 
TABLE 3 , 7 
CITYWISE GEOGRAPHICAL SPREAD OF WEEKLY NEWSPAPER 
C i t i e s Number o f M o n t h l y 
n e w s p a p e r c o v e r a g e 
Lucknow 4 8 
C u l c u t t a 1 2 
A l i g a r h 3 6 
V a r a n a s i 1 2 
N i r m a l 1 2 
Gaya 1 2 
M a l e g a n 1 2 
Agra 1 1 
J h a n s i 1 4 
D e l h i 2 5 
P a t n a 2 4 
S r i n a g a r 2 6 
B a n g l o r e 1 1 
P i l i b h i t 1 2 
G a u h a t i 1 4 
B a r e i l l y 1 2 
S r i n a g a r 1 4 
M.N. B h ^ n j a n 1 2 
S o u r c e : R e c o r d o f Dawakhana T l b b i y e C o l l e g e . 
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Citywise geographical spread of inonthly magazines 
is given belov; in Table No. 3.8 Advertisement of Dawakhana 
products is being done in 15 magazines which are published 
from 7 cities, Among these maximum number of magazines 1. e 
6 followed by Calcutta, Lucknow & Aligarh with 2 magazines 
each the remaining cities have only one each, 
TABLE. 3. 8 
MONTHLY MAGAZINES CITIWISE 









Number of Adv. 
per year 
16 B lock 
18 Charba 
54 Art p u l l 
24 B lock 
12 Chaifca 
12 B lock 









Source : Record of Dawakhana, Tibbiya College, 
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1, A d v e r t i s i n g b y B r o a d C a s t i n g M^dia : 
Dawakhana T i b b i y a C o l l e g e i n o r d e r t o r e a c h l a r g e 
p a r t o f t h e m a r k e t h a s a l s o u n d e r t a k e n t o a d v e r t i s e i t s 
p r o d u c t s s i n c e 1 9 8 9 - 9 0 t h r o u g h A l l I n d i a R a d i o . 
A s u b s t a n t i a l amount i s b e i n g s p e n t on AIR. The d e t a i l s 
o f e x p e n d i t u r e on AIR a r e g i v e n i n T a b l e No. 3 .9« F r a n 
t h e t a b l e i t may o b s e r v e d t h a t a sum of b . 2 , 5 7 , 5 5 4 h a s 
- b e e n s p e n t d u r i n g 1 9 8 9 - 9 0 . I n 1 9 9 0 - 9 1 t h e e x p e n d i t u r e 
r e d u c e d t o Rs. 8 5 , 6 6 0 . As c o m p a r e d t o 1991-9 2 t h e a m o u n t 
s p e n t o n b r o a d c a s t i n g m e d i a d e c r e a s e d i n 199 2-9 3 . No 
amount h a s b e e n s p e n t i n 199 3-9 4 . 
TABLE No. 3 . 9 
EXPENDITURE ON ADVERTISING THROUGH ALL INDIA RADIO 
Y e a r Amount 
1 9 8 9 - 9 0 2 , 5 7 , 5 5 4 
1 9 9 0 - 9 1 8 5 , 6 6 0 
1 9 9 1 - 9 2 1 , 6 0 , 6 7 5 
1 9 9 2 - 9 3 1 , 6 0 , 0 0 0 
199 3-9 4 
T o t a l 6 , 6 3 , 8 8 9 Sum 
S o u r c e : Reco rd of T i b b i y a C o l l e g e , Dawakhana. 
2€ 
Outdoor Media s 
Dawakhana prov ides L igh t Boards as well fo r 
i t s d i s t r i b u t o r s and agents fo r the sake of p u b l i c i t y 
of i t s products . These Boards are made of P l a s t i c , 
screen having s i z e 1^2* x 2* in th ree colours v i z . 
Red, Blue & Yellow , Each s ide has one a d v e r t i s e n e n t 
of medicine. During 199 3-9 4 dewakhana spent more than 
Rs, 30,000 toward L igh t Boards Apart frcwn seme o t h e r 
Tin Boards are a l so provided for d e a l e r s . 
In order t o promote the s a l e * , Dawakhana spen t 
some amount on adver t i sement and s a l e s promotion 
t a s k s . The t o t a l expendi tu re on adver t i s ing and s a l e 
promotion for l a s t 5 year ; i s shown in t ab le No.;3,10, 
From the t a b l e i t may be seen t h a t the expend i tu re 
towards advert isement and s a l e s promotion campaigns du r ing 
1990-91 was Rs. 4 ,98 ,675, I t has decreased by 15,34% 
i n 1991-9 2 over 1990-91, I t has f u r t he r been reduced i n 
subsequent year 199 2-9 3 by 39.75% as compared t o 1991-9 2. 
However, t o t a l amount of expendi tu re has inc reased by 
68.4 9% and 35.18% r e s p e c t i v e l y during 1993-94 and t i l l 
9 7 
Dec. 199 4 . M o n t h l y e x p e n d i t u r e o n p r o m o t i o n d u r i n g 
1 9 9 0 - 9 1 t o 199 4 ( t i l l December ) i s m e n t i o n e d i n 
a p p e n d i x , 1 , 1 1 , 1 1 1 , IV & V r e s p e c t i v e l y . 
TABLE- 3 . 1 0 
EXPENDITURE ON ADVERTISEKENT AND SALES PROMOTION 
CAMPAIGNS DURING 1 9 9 0 - 9 1 TO 199 4 - 9 5 . 
Y e a r % Anount (RS.) 
1990-91 15.34% 498675 
1991-92 39.75% 422195 
1992-93 68.49% 254384 
1993-94 35.18X 428615 
1994 ( t i l l Dec.) 579413 
Total 2183282 
Source: Record of Dawakhana Jibbiya Colleae. 
2S 
I m p a c t o f Advt , & S a l e s P r a n o t i o n o n S a l e s • 
F r a n t h e T a b l e No.3,11 a s g i v e n b e l o w i t may b e 
o b s e r v e d t h a t A n n u a l e x p e n d i t u r e o n A d v e r t i s e m e n t 
a n d S a l e s p r o m o t i o n i s v a r y i n g . H o w e v e r , t h e s a l e s 
a r e i n c r e a s i n g c o n t i n o u s l y e x c e p t a f e l l i n s a l e s 
d u r i n g 199 4 - 9 5 . 
TABLE-3. 11 
EXPENDITURE ON ADVERTISEN.ENT AND SALES PROMOTION AND SALES 
TREND, 
Y e a r E x p e n d i t u r e on Adv.& 

















21,83,282 14009 4856 
Source : Record of Dawakhana Tlbbiya Col lege , AMU,Aligarh. 
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1. SALES PRDNOTION 
Promot ion i s a l s o a component of companies 
conmunica t ion mix. I t shou ld be i n c l o s e c o o r d i n a t i o n 
w i t h a d v e r t i s e m e n t programme and s a l e s prcxnotions 
c a n p a i g n s . I t i n v o l v e s i n f o r m a t i o n , p e r s u a t l o n a^^d 
i n f l u e n c e t o consumers and r e - s e l l e r s . 
Today, s a l e s p r o m o t i o n h a s become a n e c e s s i t y 
I t i s an i n v e s t m e n t which can pay r i c h d i v i d e n d s . S a l e s 
promot ion i s r e f e r r e d a s an a c t i v i t y o t h e r t h a n p e r s o n a l 
s e l l i n g , a d v e r t i s i n g and p u b l i c i t y . I t s t im .u l a t e s consumer 
p u r c h a s i n g and d e a l e r e f f e c t i v e n e s s , d i s p l a y mix e x h i b i t i o n 
show rooms, d e m o n s t r a t i o n f r e e sample , couponc '* p r e m i u m s , 
and v a r i o u s o t h e r n o n - r e c u r r e n t s e l l i n g e f f o r t s wh ich a r e 
n o t unde r t aken i n t h e o r d i n a r y c o u r s e . In s h o r t , s a l e s 
p romot ion , i n f a c t , i s c o n s i d e r e d a s a b r i d g e o r l i n k 
c o v e r i n g t h e gap b e t w e e n a d v e r t i s i n g and p e r s o n a l s a l e a n a n -
s h i p . There a r e two t y p e s of s a l e s p romot ion campa igns 
v i z consumer s a l e s p r e m o t i o n and D e a l e r s S a l e s P r o m o t i o n , 
1) Consumer S a l e s P r c m o t i o n t 
I n o r d e r t o persuade 'C^nsumers a t l a r g e t h e 
dawakhana h a s in e f f e c t t h e f o l l o w i n g s a l e s p r o m o t i o n 
s c h e n e s . 
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( i ) Calender 
( i i ) Pocket Diary 
( i l l ) Catalogue 
(^> Calender t 
The t e chn i ca l da t a in r e s p e c t of Dawakhana 
Calender i s given below. 





of Advert ising 
Cost 
t S ix 
: 15" X 20" 
I Red, B lue , Green , Brown 
:. I s l amic and Gregorian era 
t Two Adver t i s ing on each 
shee t Hindi and Urdu 
: 8S.10 (per ca lender ) 
Dawakhana d i s t r i b u t e d about 30,000 c l e n d e r s i n 199 3 
spent Rs» 2,00000/- approximate ly . 
( i i i Pocket Diary : 
The pocket d i a r y has 100 pages including c o v e r s . 
Each page i s divided i n t o t h r e e p a r t s with t h r e e d a t e s . 
The cover i s made of P.V.C, in one c o l c u r . I t has b r i e f 
h i s t o r y of Dawakhana. 
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P e r s o n a l menoranda , m i c r o c a l e n d a r of c u r r e n t 
y e a r and few pages f o r n o t e s . I t i s p r i n t e d on o f f s e t 
on map l i t h o p a p e r , 
( i i i ) Ca ta logue : 
Dawakhana d i s t r i b u t e s c a t a l o g u e s i n t h r e e l a n g u a g e s 
( E n g l i s h , Urdu and ^ i n d l ) . Each c a t a l o g u e has c o m p l e t e * 
i n f o r m a t i o n about a l l m e d i c i n e s manufac tu red by Dawakhana 
T l b b i y a Co l l ege and A d d r e s s e s of i t s d i s t r i b u t o r s , a g e n c i e s 
and s t o k i s t e . I t h a s 100 p a g e s ( i n c l u d i n g c o v e r s i n two o r 
f o u r c o l o u r s o f s i z e 6" x g . B " , 
During t h e y e a r 199 3 - 199 4 Dawakhana T i b b i y a C o l l e g e 
d i s t r i b u t e d nea r abou t 24,000 c a t a l o g u e s , c o s t i n g R S , 6 0 , 0 0 0 / -
a p p r o x i m a t e l y . 
2. DEALEfiS PROMOTION 
Bes ide s consumer p r o m o t i o n , Dawakhana h a s a l s o 
u n d e r t a k e n v a r i o u s me thods t o promote d e a l e r s . I t h a s 
i n t r o d u c e d t h e f o l l o w i n g s c h e n e s f o r t h e d e a l e r s , so t h a t 







p r i c e L i s t 
Sa le s Promotion! 
The a n a l y s i s of Dawakhana Sa les promotion i s g iven 
below X 
1, Ccmmissiont 
The Dawakhana i s p rovid ing 6%, 8% & 10% commission 
to d i s t r i b u t o r s & agents r e s p e c t i v e l y * On the b a s i s of 
genera l information r a t e s are approximately 14% and 10% 
fo r d i s t r i b u t o r s & agents r e s p e c t i v e l y , 
(a) Cash Discount : 
2% cash d i scount i s given to a l l p a r t i e s of Dawakhana 
Tibbiya College, Al igarh Muslim U n i v e r s i t y , A l i g a r h . When t h e 
p a r t y purchases the p roduc t in Dawakhana Tibbiya Co l l ege . 
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(b) Annual bonus Scheme : 
(For d e a l e r / s t o c k i s t s only ) the annual bonus i s 
pa id on the a c t u a l purchases made from 1 s t Apr i l t o 31 s t 
March each year on the fol lowing percentage/Term and 
cond i t ion . 
Adtaissiblc Pe rcen tages 
( i ) iy2 % on purchase of Rs» 2,500 or above 
( i i ) 3% on purchase of Rs. 5,000 or above 
( i i i )4y2% on purchase of Rs. 10,000 or above 
( iv) 5% on purchase of Rs. 15,000 or above 
(v) 5y2 % on purchase Rs, 20,000 or above 
(vi) 6% on purchase Rs. 25,000 or above 
Term and Condit ion 
1, Pending unexecuted o r d e r as v/ell as the unpaid 
b i l l s sha l l not be accounted for in the annual 
bus iness . 
2. Annual bonus s h a l l not be pa id in cash. Goods 
aga ins t the smount of bonus s h a l l be suppl ied a t 
the p r e v i l i n g r a t e s of the supply. 
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3(i) Dealers /S tock i s t s v;ho purchase the i r goods 
di rect from Dawakhana Tibbiya College,Aligarh 
Muslim Universi ty, sha l l get their annual bonus 
frcm the Dawakhana. 
( i i ) Dealers/Stockists who purchase the i r goods fron 
the appointed dis t r ibutor /Agents shall get 
their annul bonus from the i r respective D i s t r i -
butor /Agents as per terms and conditions of 
the Dawakhana. The Dawakhana reserves the 
r ight to refuse to pay annual bonus ( in p a r t 
or ful l ) to a l l t hose /d i s t r ibu to r s agents 
dealers who contrcvene business term and 
conditions of the Dav.'akhana and no claim to 
th i s effect sha l l be entertained. All such 
pa r t i e s shal l have no r igh t to take lega l ac t ion 
in the matter, 
(<j) Free Scheme : 
1. This scheme i s va l id for a l l the d i s t r i b u t o r s . 
Agents, s tockis ts appointed by the diwakhana. . , 
2. This scheme i s in addi t ion to our usual commission. 
3. All the business done through th i s scheme sha l l 
be counted in annual business . 
4« All the f ree scheme q u a n t i t i e s s h a l l n e i t h e r be 
considered for any conunission fior would be 
counted in the annual b u s i n e s s , 
5, The Dawakhana s h a l l have every r i g h t to t e rmina t e 
t h i s scheme a l t o g e t h e r o r make any changes in i t 
from time to t ime as the case may be . 
Free Scheme 
Group A : 
On purchase of each item numbering upto 
50/100/ or 200 a t a time the p r i c e of 48/95 and 
188 packing w i l l be charged r e s p e c t i v e l y in r e s p e c t 
of follov;ing medicines , 
h, Angoori (Small and Large) 
2. Aksir Riyah , , , , 
3, Akseer Surf a , , / , 
4. Bahar-e-Nau , , , , 
5, Dimagheen ,» , , 
6. Habbe Kabid Nau Shadr i ( 100-50) 
7, Hazumi / , , , 
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6. Khoon Safa (Small and Large) 
9» Marham HjLna ,4 
10. Naujiwan G h u t t i 
1 1 . Nlswani 
12. Payoreen 
1 3 . Ours S u a l 
14. Roghan B e n a z e e r 
15 . Roghan Ahmar J a d i d (Smal l and Large) 
16. Sha rba t Naz la 
17 . Sha rba t F a u l a d . 
t t i t 
Group B : 
On p u r c h a s e of 25 p a c k i n g s of the f o l l o w i n g 
m e d i c i n e s a t a t i m e , t h e p r i c e of 24 pack ing w i l l 
be cha rged . 
1 . Jmsakeen 
2 . Laboob Kabi r 60 gms and 125 gms 
3 . Majoon N i s h a t angez 30 gms and 60 gms 
4. Maullaham Khas ( F u l l and h a l f b o t t l e ) 
5 . Shababi 30 and 60 gms. 
Light Board ; 
The quality of light boards are very good.These 
board in different colours are provided to distributors 
agents & stockists for the purpose of point of purchase 
display. 
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C H A P T E R - I V 
CONCLUSION AND SUGGESTICNS 
The Dawakhana T l b b i y a C o l l e g e was e s t a b l i s h e d 
under t h e a u s p i c e s of A l i g a r h Muslim U n i v e r s i t y , 
A l iga rh in 1954 w i t h t h e o b j e c t i v e s of d e v e l o p i n g 
Unani Medicine which a r e s a f e and have no ha rmfu l 
s i d e e f f e c t on human p h y s i o l o g y . I t h a s c o m p l e t e l y 
ind igenous system of m e d i c i n e which i s more c o n g e n i a l 
t o t h e I n d i a n t e m p e r a t u r e and i t s c l i m a t e and h e n c e a l l 
t h e more e f f e c t i v e . 
The day t o day a c t i v i t i e s of Dawakhana a r e l o o k e d 
a f t e r by a manager who works unde r t h e d i r e c t i v e s of 
a Member- in-charge n o m i n a t e d by t h e v i c e - c h a n c e l l o r of 
t h e u n i v e r s i t y . To e x e r c i s e t h e a d m i n i s t r a t i v e c o n t r o l 
Sc s u p e r v i s i o n t h e r e i s a h i g h power commit tee . B e s i d e s 
t h e r e i s a T i b b i Boa rd C o n s i s t i n g of e x p e r i e n c e d and 
w e l l v e r s e d p h y s i c i a n s . 
Dawakhana i s a commerc ia l u n i t which i s one of 
t h e b i g g e s t s o u r c e s of r e v e n u e t o t h e u n i v e r s i t y e x c h e q u e r , 
Dawakhana, T l b b i y a C o l l e g e i s m a n u f a c t u r i n g and 
marke t ing C u r a t i v e U n a n i M e d i c i n e s . I t s p r o d u c t s h a v e 
p h y s i c a l e n t i t y * and a r e made a v a i l a b l e i n t h e v a r i o u s 
3S 
Packs in the form of b o t t l e s of different s izes and 
weights. Tablets , p i l l s e tc . Information with regards 
t o shelf l i f e , conposit ion of herbs, and weights 
e tc . are adequately v i s i b l e features of the Packaging,. 
However* the qual i ty of Packaging needs some Ijiprovenient 
in terms of a t t r a c t i v e colours , designes and easy 
captions. 
Dis t r ibut ion of the products i s made by engaging 
d i s t r ibu tors and Agents the Dawakhana i s also maintaining 
i t s own local shops, Dawakhana should also increase i t s 
sales force who should be assigned different t e r r i t o r i e s 
to enhance sales of the products, Theix works should be 
appraised by f ixing t a r g e t , In order to motivate their, 
a r ich package of incentives be planned. 
Although the dawakhana has been adver t is ing i t s 
products through Wri'ttsnmedia which includes news papers 
published daily and weekly bas i s in different s t a t e s 
and c i t i e s . But s t i l l there i s scope to widen the p u b l i -
cation net work. For instance non-prescriptive medicines 
should be advert ised through English &. Hindi, National 
daily /weekly newspapers since these are.important langua-
ges understood widely throughout the ccuntry. 
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I t s s ta r products l ike Angoori, An±>ari, 
Dimagheen, Jawarish Je l inoos , Khoon Safa, Maullaham 
Khas, Malarian, Mauju Nishat Angez, Morham Hina, 
HaujaMan Ghutti , Niswani Roghan Benazir, Sharbat 
Nazia and Sharbhat Nishat Afroz having only 5% 
(;^proxiinatly) share o£ t o t a l sales ,should be 
advertised through special ized magazines v i z . spor t s 
film magazines and special ised newspapers. 
Besides Dimagheen and Sharbat Nazla and Sharbat 
Nishat Afroz should also be advertised through All 
India Radio to reach masses since the ccnpe t i to rs 
do not have a similar products to offer^More ever 
pecple generally avoid the synthetic soft drinks now-
days and are in teres ted in taking Unani Sharbats as 
a subs t i tu te . 
Dawakhana in i t s advertisement copy should 
also incorporate a t t en t i on , suggestive, e,ducativ€ 
as well as memorising values. As seeing i s worth a thousand 
t e l l i n g , therefore use- of picture^g appropriate headings 
queries , ornamental borders e t c . are required to be 
i n s e r t e d . ' i n the advertisement copy. 
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Dawakhana i s lacking in i t s advert is ing cairpsigns 
in get t ing I t s products advertised through Doordarshan 
net Hork, The advertisement through T.V, Display has 
a greater market p o t e n t i a l , 
Dawaldiana on an average spent 6% of i t s t o t a l 
sa les volume since 1989-90 to 1993-94 towards a d v e r t i -
sing St Sales prcmotion canpsigns. 
Since competition in Unani pharmaceutical industry 
i s increasing day by day , therefore i t i s e s s e n t i a l 
to enhance the amount of expenditure up to a t l e a s t 13%. 
production without se l l ing i s of no use. I t i s 
l i a b i l i t y ra ther than asse t s for the business t o produce 
commodities which have no demand. Therefore, s e l l e r s 
must maximise the sales through the methods of persuing 
people. Advertisement i s inevi table for increasing 
the volume of sa les . Sales are l ike an aeroplane and 
the advertisement i s the p e t r o l . This i s poss ib le if 
an appropriate amount of expenditure on advertisement 
i s determined. Amount spent on advertisement pays 
in many ways to the organisat ion. Keeping in 7iew a l l 
the factors into considerat ion, Dawakhana, Tibbiya 
College should formulate i t s future budget on the 
bas i s of object ive and Task method which i s an 
appropriate, approach. 
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In addition Dawakhana should also undertake consumer 
as well as Dealers prcmotion aspects in a systematic 
and effective manners. For exarrple in the area of consumei 
sales promotion alongwith Free saxiple scheme, Dawakhana 
should also make an atterrpt to issue coupons^Premium 
orders , pr ice off in a more systematic and regular b a s i s 
so that consumers a t large may be motivated towards 
products of the Dawakhana, 
Similarly for Dealers pronction i t i s a lso 
essent ia l for the Dawakhana t o introduce such p l ans as 
Trade deals, buying allowances, buy -back allowance, 
free goods, advert is ing and display allowances, s a l e s 
contest for salesmen, product posit ioning allowances 
ere . These task w i l l u l t imate ly ^be paying in terms of 
large sales and increased margins to both Dawakhana as 
well as to Dealers, 
In brief Dawakhana, Tibbiya College should organise 
i t s entire premotional functions on a s c i en t i f i c 
manners. 
S.Price List t 
price l i s t having whole sales and r e t a i l p r i c e 
i s also given to var ious dealers . The size of p r i ce 
l i s t 20" X 30". I t has 12 pages (including covers in 
two colours ) Sky Blue Colour and white colour. 
During the year 199 3-199 4 Dawakhana d i s t r i b u t e d 
about 6000 popies of p r i ce l i s t among i t s dea le rs . 
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E x p e n d i t u r e o n A d v e r t i s e m e n t & S a l e s P r o m o t i o n f r o m 
A p r i l 1990 t o M a r c h 1 9 9 1 . 
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Source ; ^awakhana T i b b i y a C o l l e g e . 
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Appendix - I I I 
Expendi ture on A d v e r t i s e m e n t and S a l e s P r o m o t i o n from 
A p r i l 199 2 t o March 199 3 
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T o t a l 254384 
S o u r c e t Record o f D a w a k h a n a , r i b b i y a C o l l e g e , 
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Appendix-IV 
Expendi tu re <to A d v e r t i s e m e n t and S a l e s P romot ion f r o n 
A p r i l 1993 t o March 199 4 
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Source I Record of Dawakhana T ibb iya C o l l e g e . 
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Appendix -V 
Expenditure on Advert isement and S a l e s Promotion from 
April 1994 











/ M H \ 
/ N i l ) 
/ M N \ 
/ M N \ 
/ M M ^ 
/ NH ^ 
/ M II \ 
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Source : Record of Dawakhana Tibbiya C o l l e g e . 
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1. Evan, Joe l & Herman, Barry - Marketing. 
2. Ja l son & Marvin A. - Marketing Management. 
3. P h i l i p Kot l e r , - P r i n c i p l e of Marketing Management 
(Ana lys i s , p l ann ing and Cont ro l ) . 
4. T u l l , Danul & Hovking D e l l - Marketing Research. 
5. Boyd J r . Harperwants - Marketing Research. 
6. Aaker - Advertising Management. 
7. Business India . June 29,Dec. 1994. 
8. Business World- Dec. 20,1993- March, 1994. 
9. Ind ia Ibday-^arch -199 4. 
10. S.P.Gupta- S t a t i s t i c a l Method. 
11 . Source of Dawakhana Tibbiya College,A.M.U. Aligarh. 
(a) Whole sa le p r i c e l i s t . 
(b) Trade p r i c e l i s t . 
(c) Re ta i l p r i c e l i s t . 
(d) Term of Business . 
(e) /^pendix-From Account S e c t i o n Dawakhana Tibbiya Co l l ege , 
A.M.U. Al igarh . 
